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BACKGROUND 


y/ PM/LBCO. RECOGNIZE NEED TO BETTER UNDERSTAND YOUNG 
ADULT SMOKERS 

— Represent a key target across all PM brands 

>/ Overall, PM brands enjoy dominant share among 18 to 
24 YEAR OLD TARGET 

— 71% OF 18-21 YEAR OLD SMOKERS 

— 62% OF 22-24 YEAR OLD SMOKERS 

Source: 1988 Tracking 
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y Further, several brand specific issues also focus 

ATTENTION ON THIS TARGET 

-- Marlboro: 18-24 year olds represent large 

PROPORTION OF FRANCHISE 

• 30% OF ALL Marlboro smokers are 18-24 years 

OLD 

— Virginia Slims: Experiencing share decline 

AMONG 18-24 YEAR OLD WOMEN 

• Share has slipped from 11.2% in 1986 to 8.7% 
IN 1988 

— Price/value products: Attracting younger 

SMOKERS INTO THIS 
TRADITIONALLY "OLDER" 
CATEGORY 

• Magna triers skew younger than category 

-- Merit: While never a "young" brand, only 7% of 
Merit smokers are 18-24 year olds 

• Losing share among this target 


y Current research designed to explore general 18 to 24 

SMOKER TARGET IN-DEPTH 

— Obviously, separate study required to address 

BRAND SPECIFIC ISSUES 


rpmpyast-3 


Source: https://www.industrydocuments.ucsf.edu/docs/gfhlOOOO 





RESEARCH OBJECTIVES 


7 This study initiated as part of worldwide pilot to 

OBTAIN INSIGHTS INTO YOUNG ADULT SMOKERS 

— To FURTHER CURRENT UNDERSTANDING ABOUT 
WHO THE TARGET IS/WHAT THEY ARE LIKE 

• U.S. MARKETS CHOSEN TO REPRESENT "’'TREND'^^ 
MARKETS 

Manhattan 

- LA 

• International markets chosen based on 

IMPORTANCE TO PMI BUSINESS 

Tokyo 

Frankfurt 

Lausanne/Lucerne 


>/ TODAY^S FINDINGS WILL FOCUS ON U.S. LEARNING 

— Relevant international findings will be 

HIGHLIGHTED 
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MHAT WE DIP 


V 


To ADDRESS PILOT OBJECTIVES, 2 PHASE PROGRAM 
INITIATED 


1. Primary research conducted via personal depth 
INTERVIEWS IN MaY 1989 

— Total of 20 interviews among 18 to 25 year old 
SMOKERS IN Manhattan and Los Angeles 
— Equal number of males and females 
— No brand quotas, however, nearly half were 
Marlboro smokers 

— Interview explored areas known to reveal valuable 

TARGET INSIGHTS 

• Inner feelings/attitudes/opinions 

Biggest problem/concern 
Most important thing in the world 
Looking ahead 5 years 
Reactions to advertising 

• '^II^t's Hot'V"Who's Cool" 

Music/movies/TV shows 
Imaginary "gift" list 
Activities/interests 
Style/fashion 

Celebrities/perceptions of "cool" person 
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2. Comprehensive literature review initiated 

To PROVIDE BROADER CONTEXT FOR 
interpreting/understanding PRIMARY 
RESEARCH FINDINGS 
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VIHAT WEai COVER 


1. Overview: Global Perspective 


II. A Look at Our U.S. Target 

Where they are 
Who they^d like to be 
What they value 


III. Feelings about Advertising 
lY. Conclusions/Implications 
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I. OVERVIEW 
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I. 


OVERVIEW : Global Perspective 


>/ U.S. FINDINGS REMARKABLY SIMILAR TO THOSE ABROAD 

— Worldwide target at key transition in their lives 

WHICH PRESENTS SIMILAR PERSONAL CHALLENGES 

• Excited/anxious about "in-between" stage, 

ESTABLISHING INDIVIDUALITY KEY TASK 

Group acceptance/belonging also 

IMPORTANT 

• This transition is occurring in the context 
OF A cultural shift BACK TO BASIC, 

TRADITIONAL VALUES 

• Search for stability, a "balanced" life 

APPEARS TO BE DESIRED GOAL 

— Additionally, target has similar definition of 

LIKEABLE ADVERTISING 

• Across markets, appealing advertising 

STILL CHARACTERIZED AS RELEVANT/ 

LIKEABLE 
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>/ Remarkable consistency regarding tastes/trends among 

THIS TARGET AROUND THE WORLD EXPLAINED BY 
ADVANCEMENTS IN TWO KEY AREAS: 

1. C0»#1UNICATI0NS TECHNOLOGY 

2. Global marketing/distribution systems 
— Enables target to: 

• Share common experiences 

• Buy comion products 

Creating common youth culture 

y As A RESULT, TODAY^'S YOUNG ADULTS ARE SINGLE MOST 
HOMOGENEOUS GROUP IN HISTORY 

— Both domestic and international findings support 

EVIDENCE OF THE EXISTENCE OF A GLOBAL COMMUNITY 

— This phenomenon being reported in industry 

SOURCES, AS WELL AS IN ACADEMIC LITERATURE 
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II. A LOOK AT OUR U.S. TARGET 



Source: https://www.industrydocuments.ucsf.edu/docs/gfhlOOOO 


II. 


A LOOK AT OUR U.S. TARGET : Where they are 


>/ In order to really get to know target, need to 

UNDERSTAND UNIQUE STAGE IN LIFE 

— Provides important context for findings 


y First, they are a "moving" target, in transition from 

ADOLESCENCE TO YOUNG ADULTHOOD 

— Respondents define it as an "in-between" stage 

"You^re at like an intercession, 
in-between but not still a teenager" 

"In the middle, don't have to settle 
DOWN. Can still be young but older than 
COLLEGE age" 
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y Key task at this stage is for target to establish own 

IDENTITY 

— To ACCOMPLISH THIS, BEGIN TO SEPARATE FROM 
PARENTS AND IDENTIFY MORE CLOSELY WITH PEERS 

— Gradually begin to assume increased 

RESPONSIBILITIES 

• Leading to goal of independence/ 

SELF-SUFFICIENCY 


y This evolution is well-documented in the literature 

/H'he principal tasks of the twenties are 
TO SHAPE A dream, THAT VISION OF ONE^S 
OWN POSSIBILITIES IN THE WORLD*, TO 
PREPARE FOR LIFE WORK; TO FORM THE 
CAPACITY FOR INTIMACY, WITHOUT LOSING 
WHATEVER CONSTANCY OF SELF WE HAVE THUS 
FAR ASSEMBLED^^ 

gASSAGES 

Gail Sheehy 




rpmpyast-13 



Source: https://www.industrydocuments.ucsf.edu/docs/gfhlOOOO 





>/ During this stage, target enjoys freedom to 

EXPERIMENT WITH NEW POSSIBILITIES WITHOUT HAVING TO 
COMMIT 

"1 LIKE THIS AGE. I'm OLD ENOUGH TO TRY 
THINGS I^VE NEVER DONE BEFORE - BARS, 

LIVE-IN BOYFRIENDS, NO PARENTS - BUT I 
STILL HAVE FREEDOM, I MEAN IF IT DOESN^T 

WORK, I'll just move on. I still have my 

WHOLE LIFE AHEAD OF ME" 

"You're at an age where you have the time 

TO CHANGE THE MAJOR DECISIONS IN YOUR 

life" 
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y Explains why this target tends to be natural 
'^triers" 

— As A result, many trends originate 

WITH THIS GROUP 


>/ Peers replace parents as the reference group 

REGARDING WHAT'S ACCEPTABLE, WHAT ISN'T 


V Influence of peer group explains why trends/products 

ARE OFTEN ADOPTED "EN MASSE" 

— May appear to be a contradiction given target^s 

DESIRE TO EXPRESS INDIVIDUALITY/INDEPENDENCE 

• It'^s safer to be different in 

A GROUP 


^^OUNG PEOPLE YEARN FOR BELONGING 
AND INDIVIDUALITY SIMULTANEOUSLY" 

"Boom or Bust" 

Adweek, December 1988 
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>/ In fact, cigarettes are an example of this 

PHENOMENON 

— Majority of target agreed with: 

"It is not IMPORTANT TO ME TO SMOKE THE 
SAME BRAND OF CIGARETTES AS MY PEERS DO" 

"It is not IMPORTANT TO ME TO SMOKE THE 
MOST POPULAR BRAND OF CIGARETTES IN THE 

market" 

— However, half of the sample smoke Marlboro 
AND IN TOTAL, 3/4 CONSIDER BRAND TO BE "in" 
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Target^s new freedom/independence brings with it new 

RESPONSIBILITIES 


>/ Not surprisingly, assuming these new responsibilities 

IS OFTEN ACCOMPANIED BY GENERAL FEELINGS OF ANXIETY 
AND INSECURITY 

"I'm not SURE THINGS WILL WORK OUT" 

"It's a fun time, but not real stable" 

"During the twenties, the desire to explore 

OPPORTUNITIES AND POSSIBILITIES IS USUALLY AT 
ODDS WITH THE DESIRE FOR STABILITY" 

The Seasons of a Man's Life 
Daniel Levinson, Ph.D. 

Yale University 


y As A RESULT, NEED FOR CONTROL/SELF-SUFFICIENCY 
CRITICAL 

"It's like a circle, you know. Being 

AWAY FROM THE 'RENTS MEANS FREEDOM, BUT 
IT ALSO MEANS KEEPING IT ALL TOGETHER. 

They'd still be there, of course, but you 

WANT TO PROVE TO THEM THAT THEY DON'T 
NEED TO be" 
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n/ Successfully establishing close relationships another 

DEVELOPMENTAL MILESTONE AT THIS STAGE 

— Represents single "most important thing in the 
world" to target 

"The most important thing in the world to 

ME IS LOVE AND CONSIDERATION. BASICALLY, 

I FEEL it's VERY IMPORTANT FOR PEOPLE TO 
FEEL LOVE AND TRUST" 

"The most important thing in the world to 

ME IS MY BOYFRIEND. We HAVE A GREAT 
RELATIONSHIP AND RIGHT NOW I DON'T LIKE 
SCHOOL AND I'M NOT SURE ABOUT THE REST 
OF MY LIFE SO HE'S THE ONE STABLE THING I 

have" 


>/ But also a source of worries, cause for anxiety 
— Getting/losing girlfriend/boyfriend 
— Having a successful marriage 
— Having a good family life 
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V Another major concern for the target is achieving 

FINANCIAL INDEPENDENCE 

" Vt / BIGGEST PROBLEM IS MONEY. LIVING IN 

New York City you can never have enough. 

It's hard to live on your own if you 
don't have a lot of money" 

"I WORRY ABOUT PAYING MY RENT" 


>/ Not surprisingly, target's key desire 5 years down 

THE ROAD IS FOR GREATER EMOTIONAL AND FINANCIAL 
SECURITY 

"I'd like to be more financially well- 
off. I'd be in my present job but be 

ABLE TO DO MORE WITH IT AND BE INVOLVED 
IN A SEMI-SERIOUS RELATIONSHIP WHERE 
MARRIAGE MIGHT BE PENDING" 

"I'd like to be working somewhere in the 

ARTS, HAVE A NICE BANK ACCOUNT AND 
PLANNING MY NEXT STAGE OF LIFE, WHICH 
WILL BE MARRIAGE AND CHILDREN" 
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\/ As WE HAVE JUST DISCUSSED, THIS '^IN-BETWEEN''^ STAGE 
CAN BE STRESSFUL AND UNSTABLE AT TIMES 


>/ However, consistent with the many contradictory 

FEELINGS THAT CHARACTERIZE THIS PHASE OF LIFE, MOST 
REMAIN OPTIMISTIC 

— Enjoy their new found freedom 

— Look forward to the future 

"1 don't want to be any other age. I CAN 
DO WHAT I WANT, WHEN I WANT. It'S NOT 
THAT I'm irresponsible. I'm just finally 

ENJOYING MY FREEDOM" 

"I LIKE THIS AGE. I HAVE A LOT TO LOOK 
FORWARD TO, A LOT OF POTENTIAL" 


^ In direct contrast to domestic and European target, 
Japanese consumers are less optimistic about the 

FUTURE 

-- Entering work force signals loss of 

INDIVIDUALITY 

• Dominant cultural value is conformity 


i 
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Mhere They Are: Summary 


>/ Target is experiencing unique transitional stage in 

LIFE 

— Marked by three key developmental tasks 

1. Establishing own identity/separating from 

PARENTS 

2. Developing intimate relationships 

3. Preparing for future economic security 


y These personal changes are accompanied by feelings of 
anxiety/instability 

— As A RESULT HEIGHTENS TARGET'S DESIRE FOR 
control/self-sufficiency 


y During this time, peers become mi reference group 
— Provides many parental functions—comfort, 

REASSURANCE 
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UHO THEY^D LIKE TO BE 
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Mho They^d Like To Be 


y During periods of personal transition, people often 

LOOK TO ROLE MODELS FOR GUIDANCE 


Findings provide valuable insights regarding 

CHARACTERISTICS TARGET FINDS ASPIRATIONAL ("COOL") 

— Provides context for who they'd like to be 


y / Consistent profile emerged when respondents 
described: 

— "Cool" person 

— Favorite celebrities 
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>/ Target described imaginary person as well- 

rounded YOliNG ADULT MALE 

— "Cool" is competent/in-control and caring 
— Importantly, defined by who he is, not what he 

OWNS 


>/ Sense of competence/control defined in terms of 

KNOWING WHO YOU ARE AND BEING TRUE TO YOURSELF 

"He knows what he wants out of life and 
he's assertive with what he wants. He 
has a sense of direction and takes pride 
in himself. He has his own unique style" 

"He's serious about what he wants to do. 

He knows what he likes and dislikes and 
IS NOT influenced BY PEER PRESSURE" 


y / Being "own person" particularly important to the 
Japanese 
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n/ Although independent and self-sufficient, "cool" 
PERSON IS caring/sensitive AND ALWAYS THERE FOR HIS 
FRIENDS 

"He's someone who's sensitive with whom 

YOU CAN TALK TO AND HAVE A DECENT, 

MEANINGFUL CONVERSATION. He'S LIKE 

everyone's best friend" 

"He's fair and sensitive. A real giving 
TYPE OF FRIEND. He'd NEVER LET YOU 

down" 
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>/ Importantly, "cool" is not pretentious or aloof 

— "Cool" is real, casual, attractive- 
comfortable STYLE 

"A GREAT GUY. He'S THE TYPE THAT WOULD 
KNOW WHAT TO SAY AND WHEN. COOL BUT NOT 
TOO COOL, he's still SOMEONE WHO WOULD 
HANG AROUND WITH PEOPLE LIKE ME. He'S 
CASUAL, NOT A GQ MODEL TYPE. At HIS BEST 
JUST TALKING WITH FRIENDS AND DOING THE 

hang" 

"Jeans and T-shirt type. A real Marlboro 
Man. Leather jacket. A bit elusive but 

IF YOU NEEDED HIM, HE'd BE THERE. NeVER 
FORGETS THAT HE'S STILL JUST ONE OF THE 

guys" 
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Aspirational characteristics were attributed to 

FAVORITE CELEBRITIES 


— Eddie Murphy 

— Dustin Hoffman 

— Clint Eastwood 
-- Jeff Bridges 


— Glenn Close 
Jessica Lange 
" Meryl Streep 



• Basis of appeal: 

Described as "real", not stereotypes 
True to self, honest values 
Care about what they do/sensitive 
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>/ Findings suggest that a new definition of masculinity 

IS EMERGING 

"He's not your typical macho guy. I 

THINK THE WHOLE MACHO FACADE IS DUMB. 

He's more real and sensitive. He's 
intelligent, easy to talk to and fun to 
HANG OUT with" 


This shift has also been observed in our European 

MARKETS 

— Further confirmed in separate PMI research 
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>/ The fragrance industry, known for extensive consumer 

RESEARCH, ALSO REPORTS THAT DEFINITION OF MASCULINITY 
IS CHANGING 

— 1960s: Deep, woodsy, leathery scents for a 
"man's man": 

Brut, English Leather, Aramis 
-- 1990s: Complex blends bridging gap between 

MASCULINE AND FEMININE, MORE INTIMATE, 

cerebral; citrus, floral, woods and 
spice: 

Christian Dior's Fahrenheit, 

Paco Rabanne's Tenere, 

Claiborne For Men by Liz Claiborne 

— The "nineties man" is reported to be more 

SENSITIVE, less MACHO AND MORE COMPLEX 

"He's INTROSPECTIVE. He asks deeper 
questions, strives for higher values" 

Maurice Roger 
Chairman and CEO 
Parfumes Christian Dior 
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Mho They^d Like To Be: Summary 


>/ In times of personal transition, role models are 

IMPORTANT 

— Provide guidance 

— Project traits that are aspirational/desirable 

V To THIS TARGET, CELEBRITIES SERVE SIMILAR FUNCTION 

— Interestingly, no single stereotype emerged 

y Aspirational traits identified by target include: 
— Being competent/in-control/self-assured 
— Being sensitive 
— Being a good friend 
— Being well-rounded 

•...IN OTHER WORDS, REAL 

V These traits are necessary to successfully manage 

TRANSITIONAL CHALLENGES OF EMERGING ADULTHOOD 
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VIHAT THEY VALUE 
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Miat They Value 


y Beyond knowing target as individuals, need to 

UNDERSTAND TARGET IN A SOCIAL CONTEXT 

— Have broadened their horizons outside of "me" 
• "New" values emerging 


Let's take a closer look... 
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y / For the first time, a new generation, the "Baby 
busters", born between 1965 and 1976, now key PM 

TARGET 


>/ They are a different breed from the yuppies of the 
'80s 


"Welcome, then, the members of the next 

GENERATION, WOMEN AND MEN WHO ARE NOW IN 
THEIR EARLY AND MID-TWENTIES. ThESE BABY 
BUSTERS HAVE AN ENTIRELY DIFFERENT 
ATTITUDE TOWARD WORK AND LIFE THAN THE 
YUPPIES WHO CAME BEFORE THEM. It'S NOT 
THAT THEY DON'T EXPECT TO BE SUCCESSFUL - 

THEY DO. But they want to be well- 
balanced HUMAN BEINGS, TOO. ThEY WANT TO 
BE SOCIALLY INVOLVED CITIZENS WHO DO GOOD 
IN ADDITION TO DOING WELL. EVENTUALLY 
MANY OF THEM WANT TO BE PARENTS" 

"25 AND Taking Over" 
Mademoiselle . August 1989 
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y Compared to the self-absorbed, hedonistic and 

MATERIALISTIC ^80S, EVIDENCE THAT THE PENDULUM HAS 
SWUNG BACK 

— Findings reveal a return to more balanced, 

TRADITIONAL VALUES 

— Our target expressed strong interest in 2 areas: 

• Personal growth/self-fulfillment 

• Concern for others/an outward focus 
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y This back-to-basics orientation reflected in "What's 

Out" 

— All markets claimed that "party" lifestyle was 
"out" 

• Club scene, drugs, casual sex, 
being out all night 


y Additionally, majority of respondents in all markets, 
except New York, mentioned that excessive materialism 
WAS "out" 

— Designer jeans/gold chains/lots of jewelry 
— Fast, foreign cars 
— "Overt" concern for labels 


y However, in New York, Armani, Porsche, Jaguar still 
play 

— Suggests that traditional status symbols may 
STILL be relevant BADGES IN NeW YORK 
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While the Yuppies' top priorities kept them moving 




Taking care of their bodies 

Being about town 

Networking outside the office 

"The Year of the Yuppie" 
Newsweek . December 1984 



Our target's leisure activities reflect a more down- 
to-earth LIFESTYLE 

— Sports/FITNESS 

— Reading/books/magazines 

— Watching movies 

— Painting/drawing/sculpting 
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7 As A RESULT, FINDINGS INDICATE AN APPRECIATION OF 
MORE TRADITIONAL SOCIALIZING 

"k FUN EVENING TO ME IS JUST HANGING-OUT 
WITH A COUPLE OF FRIENDS, WATCHING A 
MOVIE AND talking"'^ 

"1 RARELY GO OUT TO BARS AND CLUBS 
ANYMORE. I^D RATHER JUST HAVE A NICE 
QUIET EVENING WITH A FEW FRIENDS'"^ 


^/ Signals a '^new wholesomeness". . .for the '90s, 

MODERATION IS "IN" 

"For better or worse, the New 
Wholesomeness is here--in fact, it's 
EVERYWHERE.. .No SMOKING, NO DRINKING, NO 
DRUGS, NO SEX, NO RISKS. ThIS IS THE AGE 
OF TAKING A WALK ON THE SAFE SIDE, OF 
HIGH FIBER AND HARD WORK" 

"The New Wholesomeness" 
Mademoiselle. January 1988 
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y The return to hearth and home values has been 

IDENTIFIED AS "NEOTRADITIONALISM" ACROSS INDEPENDENT 
SURVEYS OF SOCIAL VALUES* 

— A BLEND OF TRADITIONAL ^50s VALUES 
WITH THOSE OF THE '70S AND '80S 


* Yankelovich, Clancy & Shulman; Gallup; SRI; Roper; 
Langer Associates 
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y The target is also concerned for world issues 
— Most frequently mentioned was the environment 

• Greenhouse effect 

• Rain forests 

• Oil spills 

— The following issues were also top-of-mind: 

• Nuclear war • Politics 

• AIDS • Freedom 

• Abortion • Child Abuse 

• Drugs • Rape/Beatings 

"Nuclear war scares me. And I^m concerned about 
PLANTS, YOU KNOW, RAIN FORESTS AND STUFF. I'm 
WORRIED ABOUT WHAT IT DOES TO THE ATMOSPHERE AND 
CONCERNED FOR OUR CHILDREN"'^ 
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V Clearly, target^s concerns are reflective of larger 

MOVEMENT TOWARD SOCIAL CONSCIOUSNESS/ACTIVISM ON A 
GLOBAL SCALE 

— Numerous charity events, rallies and crisis 

CONVENTIONS HAVE BEEN HELD OR ARE BEING PLANNED 
TO RAISE funds/awareness FOR THESE CAUSES 

• Including concerts/benefits sponsored by 

MUSICAL ARTISTS POPULAR AMONG TARGET 

Madonna headlined a benefit to save the 
Brazilian rain forest, 'Don'^t Bungle the 
Jungle!"^ 

Greenpeace-Breakthrough album to be 

RELEASED IN SEPTEMBER FEATURING THE 

Grateful Dead, U2, INXS and 21 other 

GROUPS 

Paul McCartney will join with Friends of 
THE Earth for Fall 1989 world tour to 

RAISE ENVIRONMENTAL AWARENESS 
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>/ Interest in these world issues suggests that the 

TARGET HAS A BROAD, GLOBAL OUTLOOK 

— Independent study conducted among 6,000 teens 
AGED 14 TO 18 IN 10 countries, INCLUDING THE 
U.S., PROVIDES ADDITIONAL SUPPORT 

"'k NEW GENERATION IS GROWING UP NOT ONLY 
WITH A KNOWLEDGE OF TECHNOLOGICAL AND 
SCIENTIFIC ADVANCEMENT BUT WITH A 
PARALLEL CONCERN FOR OTHERS AS WELL. 

Many teenagers appear to be recognizing 

THAT THE WORLD IS THEIR COMMUNITY" 


Global outlook also means target is more aware/ 

SUSCEPTIBLE TO IMPORTS 

"They will be more likely to buy imports 

THAN OTHER GENERATIONS. THE 
INTERNATIONAL FOCUS OF THE BABY BUSTERS, 

BOTH AS IT AFFECTS POLITICS AND 
CONSUMPTION, WILL REMAIN INTENSE" 

"Bust or Boom?" 
Adweek . December 1988 
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y / In fact, culture has gone global as never before 

^ ^ORLD IS THE BUZZWORD NOW DESCRIBING CURRENTS IN 
FASHION, MUSIC AND FOOD, AND AMERICA IS LEADING 
THE WAY IN CONSUMING AND ASSIMILATING GLOBAL— 
ESPECIALLY THIRD- AND FOURTH-WORLD—CULTURAL 
INFLUENCES. 

We can choose any ticket to board the geostyle 
TOUR bus: a Soviet watch or glasnost-inspired 

SUNGLASSES. A BAG MADE, LITERALLY, FROM A 

Turkish kilim rug. A wrap top or long full skirt 
OF Indian sari fabric. Middle Eastern tabouli 

SALAD FOR LUNCH AND SPANISH TAPAS FOR DINNER. 

Music from the Gipsy Kings, Brazil's Milton 
Nascimento, the Bulgarian women's choir. South 
Africa's Ladysmith Black Mambazo or Johnny 
Clegg." 

"Stephen Tatum, Ph.D., an expert on popular culture 
AT THE University of Utah, theorizes that, 'in our 

CORPORATE ECONOMY, IT'S HARD TO IDENTIFY WHERE POWER 
IS AND WHERE IT'S DISSEMINATED. ThERE'S A KIND OF 
WEIGHTLESSNESS TO POSTMODERN LIFE.' SO, SAYS TaTUM, 

'We appropriate what is believed to be a more 

AUTHENTIC LIFE, ASSIMILATING IT INTO OUR 

CULTURE—THEREBY MAKING OUR LIVES SEEM MORE REAL.'" 


Glamour . October 1989 
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Miat They Value: Suimary 


\/ Key values held by target represent a distinct shift 

FROM THE '^SOS 

^^' Boomers^ ^usters ^ 


Self-absorbed 

Materialistic 

Hedonistic 

Networking 


Outward focus 
Self-fulfillment 
Moderation/wholesomeness 
Hearth/home 


— Represents return to more traditional values 


V As consumers, expect values to result in a more 
practical/sensible orientation 

— Less ostentatious "indulgences" 

— Greater variety/definition of success symbols 


yj However, target is not going to sacrifice quality or 

REJECT WELL-KNOWN BRAND NAMES THEY^VE GROWN UP WITH 


>/ Additionally, target's global outlook will impact 

THEIR CONSUMPTION BEHAVIOR 

— Will become increasingly susceptible to 

INFLUENCES FROM AROUND THE WORLD 
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III. FEELINGS ABOUT ADVERTISINti 
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III. FEELINGS ABOUT ADVERTISING 


y By way of context, important to note that target was 

FIRST GENERATION TO GROW UP WITH SeSAME STREET AND 

MTV 

— Suggests that target is more media 

SOPHISTICATED, PERHAPS A TOUGHER AUDIENCE 

^""Baby bust members differ from baby 

BOOMERS IN MANY SIGNIFICANT WAYS. BaBY 
BUSTERS ARE MORE PRACTICAL, INDIVIDUAL¬ 
ISTIC, VISUALLY ORIENTED, SENSITIVE TO 
MEDIA.. 

"Bust or Boom?" 

Adweek . December 1988 


y Insights into target aid in understanding their 

REACTIONS TO ADVERTISING 

— Likes and dislikes were collected on spontaneous 

BASIS 

• No ADVERTISING WAS EXPOSED 
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>/ Respondents recall of appealing advertising 

CHARACTERIZED BY THE FOLLOWING ELEMENTS 

-- Entertainment value 

• A CONilERCIAL WAS CONSIDERED FUN TO WATCH 
PRIMARILY WHEN CONTAINED HUMOR, ACTION OR 
RELEVANT CELEBRITY 


^n*HE ONE ABOUT THE POLICEMAN WITH 
THE STORY OF STEALING A CAR. It 
WAS DIRECT AND TO THE POINT. It 
MADE ME LAUGH^^ (HoNDA) 

"Funny, grabs your attention" 

(Federal Express) 

"The shots of Michael Jordan are 

FAST MOVING. NOT BORING. ThE 
DIFFERENT CHARACTERS ARE INTER¬ 
ESTING SPORTS figures" (NiKE) 


"Action, quick paced, shows many 
things" (Canada) 
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Sense of realism 


• Defined as realistic portrayal of situations 

OR PRODUCT MESSAGE 


^^Sense of realism. Real life 
siTUATiON^^ (American Express) 

"The people are individuals^^ 

(Levi's 501's) 

"They showed the truth about what 

THE CONSUMER REPORTS CAME OUT 
WITH ABOUT THE CAR TO PROMOTE 
IT" 
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Personal relevance/identification 

• A LIKEABLE COMMERCIAL EVOKES PERSONAL 
FEELINGS 

"I LIKE HOW IT MAKES YOU 

FEEI_SHAPELY, EMOTIONAL, 

STRONG, different'^ (SaAB) 


— Outstanding executional values 

• Not surprisingly, target sensitive to 

EXECUTIONAL ELEMENTS 

"Chic art direction" (Chanel No. 5) 
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By contrast, unappealing advertising described in 

TERMS OF WHAT IT LACKS 


— Lacks entertainment value/boring, annoying 
"The Snuggle bear is annoying. 1 want to 

SHOOT THAT BEAR. I DON'T LIKE CARTOON 

characters" (Snuggle) 


— Lacks realistic situation or problem/solution 

"Grandma calling hospital so obvious and 
BAD COPY. Slice of life stuff is fake" 

(N.Y. Telephone) 

"What they say is stupid. Like 'I buy my 
Calvins before I pay my rent'" 

(Calvin Klein) 

"Spuds Mackenzie. Because it's stupid to 
SAY you'll get all THE GIRLS IF YOU DRINK 
that" (Budweiser) 


49 
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— Lacks relevance, talks down to viewer 
^H'hose ads for detergents and toothpastes 

ARE SILLY, UNREAL AND TALK DOWN TO YOU'^^ 

-- Lacks outstanding production values 

"'Unprofessional, like home video"'^ (Surf) 
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y / For additional insights, we reviewed previous 

RESEARCH ON SIMILAR TARGET 

— Two EARLIER AGENCY STUDIES* ALSO INDICATED THAT 
APPEALING ADVERTISING IS: 

• Involving 

• Relevant 

• Realistic/believable 

Notably, today's target is more 

ATTUNED TO PRODUCTION QUALITIES 


Suggests that what appeals to our target has remained 

THE SAME 

— These principles are essential to effectively 

COMMUNICATE WITH ANY TARGET 


>/ However, today executional nuance more critical 

— To MAXIMIZE ADVERTISING EFFECTIVENESS, IMPORTANT 
TO PORTRAY TARGET IN MANNER CONSISTENT WITH THEIR 
ASPIRATIONS 

• Also, recognize target as consumers of 

ADVERTISING 

*1982, "They Are Us: An Exploration of Teens in the '80s" ^ 

1987, "Tweens and Teens Talk about Advertising" o 
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Reactions to Movies 


>/ Further, target applies same criteria to movies 
— Appealing movies had same qualities: 
t Entertainment value 
Action 
Humor 

• Sense of realism 

• Meaningful/relevant story 

• Executional values 

Actors that are personally 
relevant/aspirational 

"It was action packed, grabbed your 

ATTENTION, WASN'T BORING AND DIDN'T HAVE 
DOWN POINTS. Had interesting actors and 
actresses" 

"I COULD RELATE TO WORKING GiRL . We ALL 
WANT TO MAKE OURSELVES BETTER" 

"RaINMAN'S THE BEST. It TOOK A REALISTIC 
STORY AND PUT GREAT ACTORS IN IT" 
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III. FEELINGS ABOUT ADVERTISIKG: Summary 


y / Target represents most sophisticated cor#iUNiCATiON/ 

MEDIA CONSUMERS 


y Target uses same criteria to judge the appeal of 

ADVERTISING AND MOVIES 

— To APPEAL TO TARGET, CRITICAL THAT COMMUNICATION 
ADDRESS AUDIENCE IN A RELEVANT, REAL, INVOLVING 
WAY 


y To SUCCESSFULLY ACCOMPLISH THIS, IMPORTANT TO 

consider: 

— Establishing personal link with consumer to 

FACILITATE VIEWER IDENTIFICATION 

• Via recognition of target's core values, 

NEEDS, INTERESTS OR EXPERIENCES 

— Role of executional elements 

• Target attentive to both visual and verbal 
communication 
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IV. CONCLUSlONS/lMPLlCftTIOHS 
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IV. CONCLUSIONS/IMPLICATIONS 


y / Societal changes over past decade require looking at 

18 TO 24 YEAR OLD TARGET IN NEW LIGHT 

— Movement away from materialism toward self- 
fulfillment 

— Adoption of new values, back-to-basics 
wholesomeness 

— Heightened social consciousness/activism 

REGARDING WORLD PROBLEMS 

— U.S. YOUNG ADULTS PART OF HOMOGENEOUS GLOBAL 
YOUTH CULTURE 
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y Thus, as target enters adulthood, approaching 

TRANSITION WITH DIFFERENT ORIENTATION THAN PREVIOUS 
GENERATION 

— Still anxious/excited about new "adult" 

CHALLENGES LIKE CAREER AND RELATIONSHIPS 

• Admire someone who is well-balanced, 

IN-CONTROL AND CAN SUCCESSFULLY HANDLE 
INDEPENDENCE YET IS CARING/SENSITIVE 

Previous research indicates that 
Marlboro represents these aspirational/ 

APPROACHABLE TRAITS WHICH HELPS EXPLAIN 
THE BRANDIS ENORMOUS APPEAL TO TARGET 

— However, gone is the excessive drive to "have it 
ALL - now" 
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\/ Today, there is a return to the appreciation of the 
^""basics"^, simpler, more wholesome values 

— Desire for ^^real^^ relationships 

— Concern for others 

— Interest in improving oneself 

— Everything in moderation 

• Perhaps ^^price'"^ brands appeal to target'^s new 
SENSE OF practicality/sensibility 
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>/ While this may sound like the ^50s, there'^s a ^90s 

TWIST 

— Target has broad horizons, a world view and is 

CONCERNED ABOUT GLOBAL ISSUES 

— Additionally, perception of "ideal male" less 
macho/more sensitive 

• May impact/redefine "feminine ideal" which 

HAS OBVIOUS IMPLICATIONS FOR SlIMS 


y/ As CONSUMERS, THIS TARGET STILL TENDS TO BE 
EXPERIMENTAL 

— However, experiment within "safe" boundaries 

• Peer group provides important 
influence/reassurance 


y / Regarding- likeable advertising, target requires 

COKMUNICATION TO BE RELEVANT/INVOLVING 

Consistent with fundamental principles of 

EFFECTIVE COMMUNICATION 


y / However, target more critical viewers due to exposure 

TO SOPHISTICATED MEDIA 

— More attentive to executional elements 


rpmpyast-58 


Source: https://www.industrydocuments.ucsf.edu/docs/gfhlOOOO 


2500138043 



y / These findings have implications in the following 
areas: 

— Advertising development 
— Merchandise/promotional efforts 
— New product planning 
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Advertising Development 


/ Findings raised some strategic brand image/ 
POSITIONING issues 

— How DOES TODAY^S TARGET DEFINE: 

• ^^IdEAL MALE^^ VALUES? 

• "Ideal female" values? 

• Status/success? 


7 Target insights also provided broad executional 

DIRECTIONS 

— Confirmed that target still values a relevant 

MESSAGE CO^«4UNICATED IN AN INVOLVING WAY 

— Need to critically review quality of executional 
components 

—• Suggests that careful treatment of the 
environment/land is critical 

— Casting personalities that project "balanced" 

ASPIRATIONAL TRAITS 
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Merchandise/Promotiohal Efforts 


y / Environmentally based ideas would be highly visible/ 

RELEVANT 

— Could demonstrate ecological responsibility in 
FOLLOWING ways: 

• Manufacture packs/cartons from re-cycled 

PAPER PRODUCTS 

• Savings generated by reducing marketing funds 
ON '^^rice''^ brand could become corporate 
contributions TO key causes 

f Sponsoring benefit concerts 
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Hem Product Planning 


y / Implications of global generation suggest potential 

ECONOMIES 

— Successful U.S. "youth" trademarks/campaigns may 
APPEAL TO international MARKETS 

— Conversely, successes abroad may work in U.S. 


>/ Global outlook suggests that opportunity may exist to 
introduce brand as an "import" or with "import/ 
international" imagery 

— May offer distinctive/individualistic appeal 


>/ Obviously, any hypotheses based on these findings 

NEED TO BE CONFIRMED/QUANTIFIED 
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APPENDIX 
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FAVORITE FASHION 


Contemporary/casual 
Guess jeans 
Kick-it 
The Limited 
Sweaters 
Comfortable 
Cottons from Putomayo 
Esprit 
LA Gear 
Benetton 
Cute clothes 

Sophisticated/upscale 

American designer 
Polo/Ralph Lauren 
Alexander Jullian Colours 
Calvin Klein 
Anne Klein II 
Betsy Johnson 

European designer 
Armani 
Bally shoes 
Hugo Boss 

Uniform 
Levi's 

Leather jacket 
Jeans jacket 

Fashion apathy 

Funky 

Outrageous 
Mini-skirts 
Stretch pants 
Sashi boots 
Weird/unique 
Unknown 

Conservative 

Brooks Brothers suits 
Stafford suits 


Q; "If you were going to buy a new outfit, what brand or label 
would you buy?" 
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GIFTS 


Cars 

Small Toyota truck 
Car(not specific) 

Honda Prelude 
Car to fix up 
Honda Accord 

Everyday/$ 

Couch/bedroom set 
College education paid for 
Oriental rug 
Painting supplies 
Savings for family 
Full cover insurance 
Apartment 
Pots and pans 

Clothes 

New wardrobe 
Nice wool suit 
Dunhill lighter 
Nice jewelry 
Lots of clothes 
Stretch pants 

Dancing clothes/mini-skirt 
$200 gift certificate 
for clothes 

Builocks/Broadway clothes 


Electronics 

Keyboard 

Musical equipment 
Trip 

Ticket to NY 


Homes 

Condominium/4 flat 
House in California by sea 
Upper east side condominium 
Furnished house 
Soho loft 

Cars/transportation 

Porsche 911 convertible 
Jaguar/Jaguar XL9 
Mercedes convertible 
Supersonic plane 
40 foot cabin cruiser 
Sailboat 

Trips 

Europe 

Caribbean/tropics/exotic 
Money 

$/$5 million 

Electronics 
German stereo 

Entertainment center/VCR/TV/CD 
Intangible 

Content/nothing/having all 
need to be happy 

Other 

Season tickets for Mets for 
life 


Q: "I'd like you to imagine that you are going to be receiving 

some gifts. If money was not an issue, what three things 
would you ask for?" 
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FAVORITE MDSICAI. ARTISTS/GROTJPS 


Classic Rock n' Roll 
U2 

Led Zeppelin 
Steely Dan 
Little Feet 
Doors 

Pink Floyd 
Bob Dylan 
Heart 
INKS 

Pretenders 
Rolling Stones 
Phil Collins 
Chicago 
Elton John 

Pop 

Prince 

Michael Jackson 
Vanessa Williams 
Dionne Warwick 
Cindi Lauper 
Boy George 
Gamma Rays 
Sting 
Bananarama 
Madonna 
FYC 

Downtown/club music 
The Cure 
REM 

Talking Heads 
Dead or Alive 
Kraftwork 
Smiths 

Heavy Metal 
Def Leppard 
Poison 
Bon Jovi 
Public Enemy 
Skid Row 
Ledda Ford 
Ozzy Osborne 
The Cult 


R & B/Soul 

Grover Washington 
Kenny G. 

George Benson 
Soul to Soul 
Patty LaBelle 
Sheena Easton 
Dela Soul 
BB King 

Jazz 

Joan Armatrading 
David Sanborn 
Basla 

Jon Coltrane 

Folk Rock 

Ricky Lee Jones 
Tom Waite 

4AD 

Cocteau Twins 
Throwing Muses 

Country 

Patsy Cline 

New Age 

Andreas Wollenweider 

Reggae 

Bob Marley 

Classical 

Bach 


Q. "Who are your three favorite musical artists or groups?" 
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FAVORITE SONGS 


Jazz 

Hideaway/David Sanborne 
Time and Tide/Basia 
City Girl/Joan Armatrading 
Are You Going Home with Me/ 
Pat Metheney 
Squids/Michael Breaker 


Classic Rock n' Roll 

Learning to Fly/Pink Floyd 
What You Need/INXS 
Never Tear Us Apart/INKS 
INKS song 

With or Without You/U2 
I'm Your Robot/Elton John 
Rolling Easy/Little Feet 
Popsong '89/REM 
I'm Sorry/Hothouse 
Flowers 

Handle With Care/Traveling 
Wilburys 

Burning Bed/Midnight Oil 
Pop 

Like a Prayer/Madonna 
Little Wing/Sting 
She Drives Me Crazy/FYC 
Could've Been/Tiffany 
Dreaming/Vanessa Williams 
The Captain/Michael Jackson 
Another World/Gamma Rays 
Faith/George Michael 
Lady in Red 
Lady in Red 

Heavy Metal 

Every Rose Has It's Thorn/ 

Bon Jovi 

I'll Be There for You/Bon Jovi 
Nothing But Hood Times/Poison 
Fire Women/The Cult 
Easy White Snake/The Cult 
When I Close My Eyes/Ozzy & Leda 
Don't Believe the Hype/ 

Public Enemy 
Love/Van Halen 
Hate Myself for Loving You/ 

Joan Jett 

Chains of Love/Docken 
R & B/Soul 

Keep on Moving/Soul to Soul 
Jennifer, Oh, Jennifer/Delasoul 
Summer Madness/Kool & the Gang 
Taris Trent Darby song 
James Says/James Edition 
My Prerogative/Bobby Brown 


Downtown/club music 

Girlfriend in a Coma/Smiths 
Big Fun/Innercity 
Driven Out/FIXX 
Sail Away 

Adult Contemporary 

Wind Beneath My Wings/Bette Midler 
Main song from the Phantom of the 
Opera/Barbara Streisand 
Giving You the Most That I Got/ 

Anita Baker 

Folk Rock 

Rainbo Sleeve/Ricky Lee Jones 
Fast Car/Tracy Chapman 
I Am What I Am/Edie Brickell 

Country 

Walking After Midnight/Patsy Cline 
New Age 

Down to the Moon/Andres 
Wollenweider 

Other 

Lovely Day/Bill Withers 
Playing Our Song 

Desire of the Heart/Christ Ferris 

Could Have Been Better 

Falling Into the Earth/Same Phillips 


Q. "Thinking ed)out the songs you've heard over the last year, what are 
your three favorite songs?" 
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